WELGOME TO WEEK 2
DATA & INSIGHT

ME&GSAATGHI

OPEN HGOUSE

E@ @2 e = 1A%




James Calvert Georgia Graham-Leigh Georgina Wong
M&C Saatchi - London One to One - New York Fluency - London
Chief Data Officer Managing Director Lead Consultant

MECSAATGHI

OPEN HOUSE



You are not able to be seen or heard by the panelists or other participants

Please be respectful of the speakers and of each other when using the
communication features

We will disable the chat function shortly after starting the meeting

Please use the Q&A function to ask any questions and we will do our best to
answer as many as we can

Please use the Polling function when directed to by the Speakers

Please use the auto-franscript function in zoom if you need to

This session will be recorded and upload to the login site following the session,
so don’t worry if you miss anything!
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HOW DATA & INSIGHT COMES TOGETHER

Strategy, Comms and
B 70 Integration, and Loyalty

Journeys, Data Management
“NE Programmes

MECSAATCHI

Fluency »

Data, Tech, and Insight
Specialists — Understanding
Consumers & Driving
Performance

ME&CSAATCHI

Creative Activation through
Marketing Science, Business
Growth & Innovation Strategy,
Advertising, Content, and
Production.

MECSAATGHI

OPEN HOUSE
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DAIA
STORYTELLING

How and why should you bring these two key skills together for your success.







DATA ANALYTICS

+

STORYTELLING

INFLUENGE
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NFRASTRUCTURE ANALYTICS MACHINE LEARNING & ARTIFICIAL INTELLIGENCE APPLICATIONS - ENTERPRISE

DATA SCIENCE ML PLATFORMS

VISUALIZATION MARKETING - B2C — = CUSIOMER EXPERIENCE / SERVICE HUMAN CAPITAL
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"THAT'S THE END OF MY PRESENTATION. ANY QUESTIONS?"



STORYTELLING






BRING US TOGETHER
b

Exchanging stories
connects storyteller and |,
making sense of the I|s’rener a hardwired
information more | AN o humon trait to build
completely. o | L ‘™ ommon ground.
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STORIES ARE TEN TIMES MORE MEMORABLE

Fact as stafistic Fact as story

Made to stick, Stanford
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ANALYSTS THAT DON'T COMMUNICATE 2
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USING DATA TO MAKE YOUR
BUSINESS BETTER IS NOT
SOMEONE ELSE’S JOB,
IT’S YOURS!




1.
TO INTERROGATE,
UNDERSTAND AND EXTRACT
MEANING FROM DATA.

2.
TO USE THESE FINDINGS
AND INSIGHTS TO INSPIRE
AGTION.




DATA ANALYTICS

+

STORYTELLING

INFLUENGE




HOW?






PICK

THE RIGHT
DAIA






Selecting the ‘right’ data for your problem

Collecting and preparing the ‘right’ data

Putting together something relatively crude

Siffing and sorting until you have something powerful




« - C H https://www.google.co.uk

Gggg|e sustainabi

sustainability
sustainability definition
sustainability centre
sustainability jobs

Press Enter to search.




Recycling
Eco-Friendly
Ethical
Corporate Social Responsibility

CSR

Climate change

Sustainability

Upcycle
Freecycle
Green communities
Global warming
Sustainable living

Environment



14,800 - 18,100
+22%

Sustainable Living
590

7 ~

! oh Recycling
; 97,100
Sustainability
18,100 :
Eco Friendly
2,400

©o
Ethical

5,400 - 6,600
+22%

Global Warming
44,350 - 44,410
+0%

Freecycling
465,930 - 364,640
- 29%

Corporate Social Responsibilty
8,100 - 9,900
+99%

Green Communities

96,670 - 103,970
+8%

CSR
8,100 - 9,900
+02%

Climate Change

2005 2007 2009 2011 2013 2015

W\A

2005 2007 2009 2011 2013 2015

Qo o0
Upcycle / Upcycling  Upcycle Furniture
9,000 - 7,800 8,460- 7,730
-13% -9%

2005  200r 2009 2011 2013 2015

2005 2007 2009 2011 2013 2015

mmm%waou

2005 2007 2009 2011 2013 2015



FOR EVERY “SUSTAINABILITY’ SEARCH,
THERE ARE 26 SEARGHES FOR ‘REGYCLING’




Lagom idea
repurpose your
cupcake tray

Lagom idea
reuse a bottle

Lagom idea
repurpose
your tins
.
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' Lagom idea
upcycie bags to
a picnic blanket
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4,500+
‘Lagomers’

IN dn active
Facebook
Clgellle

60% savea
on gas bills &

90% on
electricity

Shifted
perceptions
on the
affordabillity
of sustainable
iving from
25% to 63%

Reached
26m+ people
& inspired o

‘new’
products.







WRITEA
STRATEGY
STORY



THE

HERO'S JOURNEY
N 6 POPULAR MOVIES

--HEI [Ty F‘fll fer Harry Potter lives in the cupboard under the stairs at 4 Privet Drive.
ﬁrnn& Luke Skywalker lives on moisture farm on Tatooine.
MATFRIX o
f?’ﬂ[&\‘(ﬁ‘\ Peter Parker is a nerdy student who is bullied by his classmates.

LION KIN( 1994
ijRD ||IPJM(S ggg;

ORDINARY WORLD ™

THE CALL
TO ADVENTURE




Reflection

Where we are today

Ambition

The tomorrow
we could have

Hope
The insight that
gives us a way

through

Solution

The idea
that unlocks this

The challenge
we must overcome
- the need for
action/change

Jeopardy

Martin Weigel, 2019.



Reflection

Where we are today

Crowded market +
loved brand losing

relevance + loyalty
scheme one of the
least engaging

Ambition

The tomorrow
we could have

Large market
share growth,

transformed
prospects, leading

loyalty app

A mere 27 cups of
coffee (£78.20) to
get one free

coffee- an
ungenerous and
complex loyalty
scheme

Hope
The insight that
gives us a way

through

Solution

The idea
that unlocks this

The challenge
we must overcome
- the need for
action/change

Jeopardy

See generosity as
an investment,
rather than a cost.

Give first, more
likely to receive in
return.

Simpler -
replacing points
with ‘Beans’, +
easy redemption +

more generous.
Free drink after 8
coffees, or 4 with
a reusable cup.

Martin Weigel, 2019.



£1.2M INCREMENTAL SALES/MONTH
98" JUMP IN SUSTAINABLE GUP USE
HALF OF ALL SALES







MEMORABLE

NUMBERS

M&C Saatchi Group



Let's take back control




t’s simple
t's big
't doesn’t show working out
t's a compound variable
t's understandable
t’s easily repeatable



It avoids an inconvenient context

UK government budget spend by category

Pensions Health
R&D
tertiary education n.e.c. Education
Defence Transport Protection
_
Old age
Medical
) R&D
Sickness Public health health n.e.c. Health







BE AS
SIMPLE AS
POSSIBLE



Ae = Amc?

Energy and mass are equivalent

Albert Einstein

Popular culture



BE AS
SIMPLE AS
POSSIBI.E

simpler



. dswibed  case 8 source
Iearmngbmlgmg bey{;d just sebs | find g § MACcINe optimization .
bl x 3 hbase % massive code base * & S
g3 1o Bhaees e :
IJalk juse P mapreduce% e expenenceg

blme L describe

’ﬂ 55:“;";?3“' programmmg

-3 Science,

OOP: {558 icsd

ug:susm proviges EE B h'Ve R
Erecrﬁs:l;ﬁnhdahgn § -E- o



Flesch-Kincaid

'he shorter your sentences and fewer long words, the higher your score.

'ypically 0-100

Moby Dick

-142

Insurance Policy

-9

32

ltfunes T&Cs

o4

Guardian

85

Harry Potter 1

96

BuzzFeed




Never use a long word if a short one will do.
f it's possible to cut a word out, always cut it out.

Never use an industry phrase, technical word,
or jargon if you can think of an everyday equivalent.



Elodle’s Early yegrs Converts
| clicks at
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' acquisition

5%

Ad - https/f'www_popsa.com/ =
Popsa — Fast Easy Photobooks from

¥ Ad - hitps//www_ popsa.com/ -

Popsa — Photobooks in 5 minutes
Create a photobook in minutes from your phone. With Popsa, it's never been easier. Send a

little love without leaving your home. Effortless Design. Instant Personalisation. Write Captions

Create a photobook in minutes from your phone. With Popsa, it's never been easier. Send a

| - - _ little love without leaving your home. Effortless Design. Instant Personalisation. Write Captions
Available. Benefits: Intuitive Personalisation, Instant Layouts, Effortless Design. \vailable. Benefits: Intuitive Personalisation. Instant Layouts, Effortless Desi




PICK
THE RIGHT

DATA

M&C Saatchi Group

DATA ANALYTICS

+

STORYTELLING

INFLUENGE

WRITE A USE
STRATEGY MEMORABLE

STORY NUMBERS

BE AS
SIMPLE AS

POSSIBLE

(But no simpler)







1

Al-LED GREATIVE ANALYSIS

THE BRIEF

Client wants to understand what
creative features are driving stronger
performance in their campaign
content.

THE CHALLENGE

Traditional analytical methods can be

time consuming, costly and subjective.

3 THE APPROACH

Using the best-in-class Al, we can classify
creative features within content at scale
and speed. Analysis of these features with
performance data allows us to provide
insight on what drives positive outcomes.

4 THE OUTCOME

Using data and Al methods, identified the
creative features which consistently make
the largest positive and negative impacts
on content performance.

MECSAATGHI

OPEN HOUSE



People

BEST-IN-GLASS Al

Object Detection

Beach / Sand

Sea / Water

Food & Drink

MECSAATGHI

OPEN HOUSE



BEST-IN-GLASS Al

Concept Detection

Picnic Relaxation

Summer

Family

Sharing Outdoor Dining
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Video, Image,
Audio, and Text
Analysis

Colours
and
Image Quality

BEST-IN-GLASS Al

Other Capabilities

Audio
Transcription &
Language

Emotion,
Sentiment &
Personality

MECSAATGHI

OPEN HOUSE



BEST-PERFORMING CREATIVE FEATURES

Content Database - creative
features classified by Al and
performance metrics

Post Number |ldenfified Creative Elements Metric 1 Metric 2 Metric 3 Metric 4 Maetric 5 Metric &

Post 1 Graphic text, animation, joy 9% 177% 155% 200% 174% 0%
Post 2 People, Celebration, Fun -28% 106% 48% 123% -26% 2%
Post 3 Flowers, Mature, Outdoors, Community -24% 99% A48% 4% -23% 1%
Post 4 People, oy, Happiness, Family -14% -70% -58% -36% -18% 2%
Post & Solo Performance, Nature -18% 83% Q0% -26% -12% 14
Post 6 Building, Interiors, Shops, Urban, Vehicles -158% -2% -B2% -B1% -12% 3%
Post 7 Red, Ambient Lighting, Cinematic -16% 28% 8% -39% -23% 2%
Post 8 Infographic, block colour, red, green -28% 108% 105% Nne% -22% 2%
Post 9 Food, family, celebration -1% 164% 181% 12% 821% 14
Post 10 Animal, nature, adventure -16% 26% 15% B9% -2% 2%
Post 11 Food drinks, lights, party 681% 39% 9% 43% 138% 0%
Post 12 Mature, solo performance, peaceful -26% 128% 128% 144% -25% 4%

[Dummy Data]

Statistical Analysis

3

Results — ranking creative
features, best to worst performing

Ultimately helping the client optimise their creative content confidently
with robust data-led evidence to drive stronger performance outcomes.

MECSAATGHI

OPEN HOUSE



THE GONSUMER JOURNEY

How to deploy data powered creative to the individual



IDENTIFYING KEY MOMENTS TO COMMUNICATE 1-2-1

Acquisition Post-Purchase Retention Advocacy Cross Sell Re-Engage
Lead generation Personalized welcome to Retention comms powered Member get member Data powered cross sell/ Re-engage old/inactive
Lead conversion the brand & preference by data to ensure 1-fo-1 strategies and comms upsell opportunities. consumer records

capture impactful human informed by audience Driven through
connections data personalized commes
Y Y Y Y Y L
Audience profiling Welcome journeys Database segmentation Propensity modeling Propensity modeling Data re-qualification
Persona design Personalized welcome Nurture strategy Channel strategies Audience modeling Propensity modeling
Acquisition journeys comms Retention strategy Messaging strategies Next best action (NBA) Messaging strategies
Integration with Data capture mechanic Loyalty programs Value exchange Channel strategies
performance media Preference Center Adaptive journeys Journey mapping

MECSAATGHI

OPEN HOUSE



Acquisition

Lead generation

| ead conversion

Audience profiling
Persona design
Acquisition journeys
Integration with

performance media

FOGUSING ON RETENTION & LOYALTY

Post-Purchase

Personalized welcome to
the brand & preference

capture

Welcome journeys
Personalized welcome
comms
Data capture mechanic
Preference Center

Retention

Retention comms powered
by data to ensure 1-to-1
impactful human

connections

Database segmentation
Nurture strategy
Retention strategy

Loyalty programs

Adaptive journeys

Advocacy

Member get member

strategies and comms

informed by audience
data

Propensity modeling
Channel strategies
Messaging strategies

Value exchange

Cross Sell

Data powered cross sell/
upsell opportunities.
Driven through
personalized commes

Propensity modeling

Audience modeling
Next best action (NBA)

Re-Engage

Re-engage old/inactive

consumer records

Data re-qualification
Propensity modeling

Messaging strategies
Channel strategies

Journey mapping

MECSAATGHI

OPEN HOUSE



THE LOYALTY LOOP

Establishing a loyal customer from the moment of sale

°
* o
.
® .
°

LOYALTY
LOOP

MECSAATGHI

OPEN HOUSE



LOYALTY PROGRAMS ON A SCALE

Simple Complex
- o

MARRIOTT

BONVOY

Starbucks Rewards Petco Vital Care Marriot Bonvoy
Earn ‘stars’ for every $ spent, which can be A tiered program (free & paid) allowing Global loyalty program spanning across all
redeemed against your next purchase and or members to earn points for redemption in store. Marriott properties, experiences and partner
merchandise And free next purchases on selected items e.g. services. Members can unlock increasingly
10" bag of food free valuable benefits through greater engagement.
However

Two-thirds of established loyalty programs fail to deliver value, with many eroding value. mckinsey

90% of customers have a negative perception of loyalty programs mainly due to the lack of reward relevance, flexibility and value. capgemini

MECSAATGHI

OPEN HOUSE




LOYALTY PROGRAMS: KEY PRINGIPLES

PROPOSITION

Consumers must know that any
program & offerings were
designed with their unique
needs and active lifestyle in

mind.

REWARDS

A clear and relevant value
exchange sits at the heart of
every loyalty program. It is vital a
brand’s rewards resonate with
their core audience and deliver
what they care about most in
places they choose to be.

USER EXPERIENGE

Any loyalty program must sit
frictionlessly within a brands
digital eco-system to help
consumers interact
seamlessly.

i

o

NURTURE

Having a robust yet flexible
communications strategy in
place will feed the funnel, but
a compelling loyalty
proposition and value
offerings will nurture and
retain consumers.

A7\

PARTNERSHIPS

Strategic partners can help to
increase relevance and value of
the program. Consider
partnerships for future loyalty
program acquisition
opportunities.
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1. PICK A BRAND

Spend 5 minutes to think about this.
Pick one. Don’t overthink it.

Some questions to prompt your decision.
The last brand of snack you bought?

A brand you've always wanted to try
but haven't yet?

A brand you recommended to a friend
or family member?

A brand you've seen an advertisement
for that caught your eye?

A brand that you feel emotionally
connected to?

TASK FOR THIS WEEK

2. FIND SOME NUMBERS

Spend about 20 minutes on this.
Aim for 10 numbers.

Your numbers don’t need to come from
rigorous data analysis. There will already
be lots of published numbers.

You could try looking at:

YouGov | What the world thinks

News sites (BBC, Sky, Sun, DailyMail)
The brand website

Advanced Google search ((‘Brand you
picked” AND (statistics OR "annual
report" OR percentage OR "market
share" OR data OR "financial report”
OR survey)) filetype:pdf | filetype:doc |
filetype:xls

3. MAKE IT MEMORABLE

Spend about 15 minutes on this.
Reframe one or two to make
memorable.

Some questions to guide you:

Round fo zero without losing meaning?
Drop the decimal points?

s it big enough to deserve attention?
Can it be scaled (up or down)?

Does it ‘feel’ relatable? (but not
suspicious)

Are the units easy to grasp?

s it catchy? Can it use alliteration,
rhyme, repetition, or confrast so it
becomes a 'soundbite' that sticks in
people's memory?
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WHAT'S NEXT

BRAND EXPERIENGE &
INNOVATION

How strategists, designers, consultants and innovators work together

with clients to create compelling brands, transformative customer
experiences and innovative products and services which inspire and
excite consumers.

Kay Hollingsworth, Senior Consultant, Allison Zelby, Director, Clear
Strategy UK & US, Lucy Armstrong, Tom Hume and Jon Hewitt, Re
Design
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